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Identify Student F l
Personas + Markets

Fictional characters created to
represent a group of people
and may include aspirations,
demographic information, and
psychographic details (hopes,
dreams, fears, goals, etc.)

n
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2022 personas were built based on historical
data and market research.

Common UW brand themes

The Optimists are most likely to
start their college search during
their junior year. Majority of
Optimists will want to attend a
college 2 or more hours away
from home. They report higher
confidence in their college search
than the average student.

Prepped students feel ready for
the next step. Prepped are the
most likely to start their college
search early. They are the most
confident group of students.

* UNIVERSITY or WYOMING

These students are the least
likely to start their college
searches early. Stressed students
reported low confidence in their
college search.

Concerned students are the
least likely to plan to submit
standardized test scores when
they apply. They are the only
students statistically more likely
to rule out colleges based on the
published cost.

Grit, Independent, Innovative, Integrity, Optimism, Resilient, Adventure, Authentic, Courage, Creative, Curious, Determined
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Engagement
Stages

The general steps a
prospective student
goes through during
the awareness, interest,
decision, and action
phases.

Q&UNI\/ERSIW
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Prospects,
Inquiries, &
Referrals

Visitors,
opt-ins, &
ad clicks

Applicants

AWARENESS

texts, emails,
—— brochures, mailers,
digital ads, web

ENGAGEMENT

texts, emails, mailers,
= postcards, digital
ads, social media

APPLICANT

3 mail, web, emails,
visits, digital ads

ACCEPTED

mail, web, emails,
social media

ENROLLMENT

emails, engagement,
in-person

—

—_—

—

Non-responders

Non-applicants

Incomplete apps
& denials

Non-yielders

Melt

* UNIVERSITY of WYOMING
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Prospective
Touchpoints

Every point of contact between our
Prospects and UW. This includes the
website, social media, advertising,
campus visits, mailers, etc.

D N 4
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uofwyoming

- PEX
/i\ University of Wyoming @ .
&% Sponsored - @
Students just like you make the choice to draw upon their courage
and confront life head on. We will boldly walk toward challenges, and
you can help us get there.

Find your courage in an unexpected place at the University of
Wyoming.

ROOM FOR ROOM FOR

Paid and organic content

What you do next And where you
matters. Learn More choose does too.
DO 19 1 Share

oy Like (D Comment @ Share

Strong digital focus in primary,

secondary, and tertiary markets.

* UNIVERSITY or WYOMING
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m Virtusl tour | L o7-7eesre0 m Virtum tour lEE Hchedule & vt .| wr-mssie Q Virtusl tow @ Schedule a visit Q 307-766-5160
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ADVENTURE AUTHENTIC

The World Needs More /
““The World Needs More

TOOL 3 w £ Adventurous Spirit.

Salesforce Marketing Cloud

AUDIENCES
Hi %% Contact:FirstName%%,
We send 6-15 “brand awareness”

emails throughout the year to:

unknown.

* Freshman ~500 (pre-eligibility)
* Sophomore ~4k (pre-eligibility) ‘C T
* Juniors ~20k
* Seniors ~48k

fidence as they come. We believe you do, too.

‘¢e what [t means to be a Cowboy — |

This audience consist of: name
buys, prospects, inquiries, transfers,
applicants, and admits. Incomplete
apps and warm leads receive

additional email reminders. ——

A Cowboy is an adventurous spirit who can never resist the call of the

Discovering is a Cowboy's instinct — whether it's finding a new adventure

in Wyoming's wide-open spaces or creating solutions to complex

ar stop seeking adventure and they take on new challenges

Authentic Voices.

Hi % %Contact:FirstName%%,

A Cowboy Is unapologetically authentic.

If you set your gaze just beyond the ordinary — well past the axpected —

you will find Cowboys in all their authentic greatness.
While Cowboys all look and dream differently, their common ground is
their authenticity. It's that realness and individuality that make us all

unique and tie us all together.

Be you, always — because it's not what you are that makes you a
Cowboy, it's who you are

Ready for the next step? Check out the virtual UW campus tour.

See UW for yourself —

WORLD WEEDE MORE COWEDYS

Hi %% Contact:FirstName%: %,

Have questions about the University of Wyoming, how to apply for
admission, scholarship opportunities, and more? Your UW admission
counselor is here to help answer those questions for you and guide you

through the application process.
‘Our admission counselors serve different areas of the state of Wyoming
and the country — find your admission counselor and connect with them

to learn more and get your questions answered!

Ready to apply to become a Cowboy? Don't wait, submit your

application!

Apply today —

THE WORLE NEEDS MORE COWE

ﬂUNI\/ERSlTV or WYOMING
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Postcards and Mailers
Freshmen, sophomores, juniors,
and seniors all receive direct mail

marketing.

UW has a robust, dependable, and
consistent communication flow.
These all create the framework of

connecting the student to the University.

\ soppomore

We sync the timing of our marketing

campaigns to our students’ perspectives,

psychology, and journey with UW, while also

and thinking 3
aer you might
wihiat c3l ’g N

,We've
:m rasources 1o NSP

not overwhelming students with constant

tarted, SO
"““'““:nmonm

content (digital and/or tradition).

Direct mail is tangible and has a higher shelf-

life than other marketing channels.
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Our emails and mailer content is personalized and specific to the students level of engagement and their needs.

Our prospective students are demanding a new level of service and customization.

By using Salesforce Marketing Cloud automation systems, we are able to rise to the challenge.
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Targeted
Nurturing

Meeting prospective students
where they are in their journeys and
addressing their thoughts, questions,

and concerns appropriately.

Ways in which we do this...

Cowboy Joe texts
ZeeMee

Phone calls

Live chat
Personalized emails
Visit opportunities
Virtual tours
Webinars

Parent emails

Timely calls-to-action

Exploring majors
Financial aid “how to”
In-state v. out-of-state
“Life in Laramie”

Dining and housing
Campus organizations
Study abroad options
Dedicated landing pages
Student testimonials

Student ambassadors

UNIVERSITY
oF WYOMING
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We keep guiding students to the next step. That may be a visit, application completion,

conversations with students and faculty, or filing a FAFSA.

WYOMING
BOUND

.,.
~

)
., 1

Discovery — Research — Application — Acceptance — Commitment

Organic searching Use website and Start or complete Receive an Confirm their

and names purchased reach out for an application acceptance letter enrollment and
more information commitment to

uw.
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Junior Prospective Student Journey Example
Goal: brand awareness, generate interest, & visit UW

Aug.
Oct. Dec.
Completes Feb. June
info form on Social/digital Visit campus April
website, enters ads sprint starts. options email Cowboy spirit Email about
funnel, receives Prospect starts call-to-action: and education Explore majors academics and
first email seeing ads schedule a visit abroad emails emails UW professors

Sept. Nov. Jan. March May July
Receives email Campus Life Meet your Receives Social/digital sprint Receives junior
“Top notch email and counselor FAFSA, ends. College viewbook

academics” and visit campus postcard Cowboy specific information, mailer.
junior timeline options mailer Commitment intended major Schedules

mailer mailers postcard campus visit
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Improving Outcomes

+ Opportunities

Ways we can improve the
student/prospect experience
and hit our metrics, boost
enrollment numbers, improve
the student experience, and
create more personalized
messaging.

UNIVERSITY
oF WYOMING
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Creating Unified Communications, Trust,
and the Brand Experience

62% of students indicated that

personal letters received from
/7% of students said that personalized colleges had influenced their choices.

messages made them feel like their

institution cared about their success.
EAB.com

Salesforce.or
- 48% of students reported that the

communications they’ve been receiving from
colleges and universities all look and sound the

same. Only 8% said they feel very personal.

Niche.com

UNIVERSITY
or WYOMING
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N EXT STEPS Incorporating college-specific messaging into our communication flows.

University Messaging — Discover UW

College Specific Messaging — Program Overview

University Messaging — Schedule a Visit

College Specific Messaging — Student Testimonial

University Messaging — Apply Now

Working with college recruiters and marketing communication specialists from the
colleges, we’ll build out email communication flows and build out from there.

ﬁUNI\/ERSlT\/ or WYOMING
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Email #1A - Intro to domestic undergrads (enticing prospective students)

Subject: Engineer your future with the University of Wyoming College of Engineering and Applied
WORK IN PROGRESS

Text:
Hello STUDENT’S NAME,

@ Explore all that the University of Wyoming College of Engineering and Applied Science has to offer!

When a student fills out a form and tells us
. . e o Maybe you know exactly what degree you are interested in, or maybe you're still unsure. No matter
they are | nte reSted 10 s DeC |f| C D I’Og ram what position you're in, this is the perfect time to look at your options and consider what interests you.
or extracurricular opportunity, if we are o SUAKi5CEAS Tinding pagd
not sending them information about it
. . . . (CALL TO ACTION BUTTON) DISCOVER OUR DEGREE PROGRAMS
r|ght away, that is a missed oppo rtunlty_ ° Check out our ten degree programs. Browse our list of on-demand degree progra

Learn about academic opportunities, our student success system, ways to becom

why the University of Wyoming College of Engineering and Applied Science is right

Inquiries should be given information that

(CALL TO ACTION BUTTON) CHECK US OUT ON SOCIAL MEDIA
m atC heS our b ra nd an d W hat we tel I the m We want you to be connected to our College of Engineering and Applied Science community o
from our website and mar ket| ng m aterials. and offline, so check out our channels and see what sparks your interest. Then follow, like, and

share to your heart's content!

STEPS TO LAUNCH e  (CALLTO ACTION BUTTON) SCHOLARSHIPS [ESHRECHICIDISchoIarshins)

We offer a range of scholarships that recognize academic excellence.

1. Meet with college recruiters and/or marketing (CALL TO ACTION BUTTON) REQUEST MORE INFORMATION (LINK TO FORM/WOULD NEED TO CREATE A
H H iali NEW FORM?)

CommUBIcaAtaRSPEc alists @ The University of Wyoming College of Engineering and Applied Science is located in the heart of

Draft, review, and edit email content the Mountain West in beautiful Laramie. Our college recruiting coordinator is eager to help you

learn more about UW. Contact us today!
Create creative content (graphics, videos, buttons)

Build out emails and student journeys

(currently at step #2)

Launch comm flow

Evaluate performance and make necessary edits * UNIVERS[TV OF WVOM[NG

» oA NN
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MAKING IT HAPPEN

_ _ ENROLLMENT INSTITUTIONAL
Enrollment management is working MANAGEMENT MARKETING
closesly with institutional marketing on all

aspects of the student journey.

College’s marketing communications
specialists and/or recruiters can contact
enrollment management to kick things off.

Kyle Moore

Vice Provost, Enrollment Management

kyle.moore@uwyo.edu COLLEGE
307.766.4898 MCS/RECRUITERS

Matt McDermit
Manager, Strategic Enrollment Management

mmcdermi@uwyo.edu
307.766.3876

ﬁUNI\/ERSlT\/ or WYOMING
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For promotional purposes. This material is descriptive only. The precise coverage offered is subject to the terms and conditions of the policies issued. Coverage may not be available in all departments. Certain
sections of this report contain forward-looking statements based on outlooks, estimates, projections and assumptions. Words referring to expectations, anticipations, planning, beliefs, schedules, estimations and
variations of these words and similar expressions are intended to recognize forward-looking statements, which include but are not limited to projections of revenues, earnings, cash flows. Statements are subject
to certain risks and uncertainties. Many important factors could affect the operations in the future which could cause its results to differ materially from those expressed in the forward-looking statement. Please
consider such risk factors. All content refers only as of the date of this report. The University of Wyoming does not assume any obligation to amend or publicly release any changes to forward-looking statements

to reflect events, circumstances or modifications in expectations of this report.
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